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ANNOTATED SUBJECT INDEX 


ADVERTISING AND MEDIA RESEARCH 


Advertising and Promotion Effects on Consumer Re- 
sponse to New Products, MASAO NAKANISHI, 
August, 242. 


This article develops a stochastic model of consumer re- 
sponse to new products which incorporates the effects of 
Over-time variations in advertising and promotion. The 
model’s primary usefulness lies in its ability to generate 
conditional forecasts of product sales to evaluate alterna- 
tive marketing programs for new product introduction. 


Cognitive Processes Mediating Acceptance of Advertis- 
ing, The, PETER L. WRIGHT, February, 53. 


The process of advertising influence is modeled in terms 
of an array of cognitive responses to the message, and a 
methodology for directly measuring these mediators is in- 
troduced. Research indicates that these variables are im- 
portant mediators of attitudinal message acceptance, and 
that their relative weighting is affected by message modality 
and receiver involvement. 


Comment on Silk and Geiger, LEO BOGART, May, 
219. 


This criticism of Silk and Geiger’s JMR article on the 
inverse ad size-selective exposure hypothesis centers on the 
validity of research methods and research results. 


Effects of Repetition of Refutational and Supportive Ad- 
vertising Appeals, The, ALAN G. SAWYER, Feb- 
ruary, 23. 


A laboratory experiment compared the effects of repeti- 
tion of refutational and supportive advertising appeals. 
When respondents were segmented on the basis of product 


class experience, several significant differences in the effects 
of the two appeals on a measure of brand purchase inten- 
tion were found. 


Laboratory Experiment of Individual Attitude Response 
to Advertising Exposure, A, FREDERICK W. WIN- 
TER, May, 130. 


This study investigates the influence of advertising ex- 
posure on individual brand attitude change. Results indi- 
cate that past exposures, brand familiarity, and prior at- 
titude are significantly related to attitudinal response. 


Sales—Advertising Cross-Elasticities and Advertising 
Competition, DARRAL G. CLARKE, August, 250. 


The measurement of the effect of one brand’s adver- 
tising on the sales of another brand is accomplished using 
improved estimation procedures. The interpretation of pa- 
rameter estimates is enhanced through transformation into 
sales-advertising elasticities. Normative implications of the 
model are investigated. 


Self-Confidence—Advertising Response Relationship: 
A Function of Situational Distraction, The, STEW- 
ART W. BITHER and PETER L. WRIGHT, May, 
146. 


The relationship between a receiver's self-confidence and 
his attitudinal acceptance of a television advertisement was 
found to be systematically dependent on the level of po- 
tential distraction contained in the commercial. Absolute 
increases in acceptance under distracting conditions oc- 
curred only among subjects with moderate to high self-con- 
fidence. 


Testing the Inverse Ad Size-Selective Exposure Hypoth- 
esis: Clarifying Bogart, ALVIN J. SILK, May, 221. 
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Silk replies to criticism of his article with Geiger, stating 
that Bogart’s comments contain no compelling reasons for 
rejecting the evidence reported concerning the inverse ad 
size-selective exposure hypothesis. 


What Makes a Brand Name Familiar? LEO BOGART 
and CHARLES LEHMAN, February, 17. 


This article reports a study of unaided brand recall by 
female household heads and examines some factors re- 
lated to brand salience. Findings indicate that brand recall 
is a complex, dynamic process. 


Woman’s Place: A Follow-Up Analysis of the Roles Por- 
trayed by Women in Magazine Advertisements, A, 
LOUIS C. WAGNER and JANIS B. BANOS, May, 
213. 


During a time interval of 20 months, advertisers have 
responded to critics who have claimed that advertisements 
have overemphasized the role of women as mere house- 
wives in our society. The percentage of advertisements por- 
traying women in a working role has more than doubled 
in the magazines chosen for this study. 


ATTITUDE THEORY RESEARCH 


Cognitive Processes Mediating Acceptance of Advertis- 
ing, The, PETER L. WRIGHT, February, 53. 


See “Advertising and Media Research.” 


Comparative Analysis of Attitudinal Predictions of 
Brand Preference, A, FRANK M. BASS and WIL- 
LIAM L. WILKIE, August, 262. 


A comparison of cross-sectional methods of analysis of 
multi-attribute attitude models indicates striking differences 
in predictive power. Importance weights do not detract 
from prediction, and correlations of attitude with prefer- 
ence compare favorably with attitude-affect correlations 
found in social psychology. 


Effect of Ecological Concern on Brand Perceptions, 
The, THOMAS C. KINNEAR and JAMES R. TAY- 
LOR, May, 191. 


This research examines the relationship between the 
amount of concern for the ecology that buyers indicate 
and their perceptions of detergent brands. Results show 
that the level of ecological concern among buyers of 
laundry products had a marked effect on their brand per- 
ceptions. 


Elimination of Phosphate Detergents and Psychological 
Reactance, MICHAEL B. MAZIS, ROBERT B. 
SETTLE, and DENNIS C. LESLIE, November, 390. 


This study explores the use of psychological reactance 
theory to explain consumer response to the elimination of 
phosphate laundry detergents. Consumers tended to ex- 
press attitudes consistent with psychological reactance the- 
ory predictions. : 


Fishbein Theory and the Bass-Talarzyk Problem, 
MARY TUCK, August, 345. 
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This article presents measures and results of a study 
using Fishbein’s expectancy value theory of attitude to 
predict brands preference, and comments on the relevance 
of the results presented to the problem of the prediction of 
intrapersonal brand preference ordering discussed by Bass 
and Talarzyk in a JMR note. 


Importance of Differential Weights in Multiple Attribute 
Models of Consumer Attitude, The, NEIL E. BECK- 
WITH and DONALD R. LEHMANN, May, 141. 


A multiple attribute model of consumer attitude was 
used to predict the relative preferences of individuals for 
various television shows. Differential weights provided only 
limited benefits, compared to the use of equal weights. This 
may be because respondents spread their perceptions of al- 
ternatives on the more important attributes, correlations be- 
tween the attributes, or model misspecification. 


Issues in Marketing’s Use of Multi-Attribute Attitude 
Models, WILLIAM L. WILKIE, and EDGAR A. 
PESSEMIER, November, 428. 


The simplistic form of linear compensatory attitude 
modeling includes a number of significant research ques- 
tions involving concepts, measurement, and analysis. Re- 
sults and conclusions of marketing research on the model 
are summarized for each issue and directions for further 
development are suggested. 


Laboratory Experiment of Individual Attitude Response 
to Advertising Exposure, A, FREDERICK W. WIN- 
TER, May, 130. 


See “Advertising and Media Research.” 


Modeling Supermarket Product Selection, ROGER M. 
HEELER, MICHAEL J. KEARNEY, and BRUCE 
J. MEHAFFEY, February, 34. 


Supermarket chains appraise more than 8,000 new prod- 
uct offerings per year. This article models the choice proc- 
ess to reduce management appraisal time and obtain a 
greater understanding of the variables and decision rules 
used. The results provide some convergent validation for an 
additive model of attitude formation. 


Multivariate Analysis of Brand Loyalty for Major 
Household Appliances, JOSEPH W. NEWMAN and 
RICHARD A. WERBEL, November, 404. 


Two different measures of brand loyalty are employed 
in an analysis of survery data by MCA in which six hy- 
potheses are tested. A measure based on brand deliberation 
as well as brand repurchase appeared to yield better results 
than did repurchase alone. 


Resistance to Persuasion: Inoculation Theory in a Mar- 
keting Context, GEORGE J. SZYBILLO and RICH- 
ARD HESLIN, November, 396. 


Inoculation techniques from social psychological the- 
ory were applied to a controversial issue in a marketing 
context. Experimental factors were type of defense, time in- 
terval between defense and attack, and credibility of the 
attacker. In general, predictions from inoculation theory 
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were confirmed: all defense conferred resistance to attack; 
the refutational defense was superior to the direct sup- 
portive defense. 


BRAND CHOICE 


Brand Evaluation and Choice: A Longitudinal Study, 
FREDERIC B. KRAFT, DONALD H. GRAN- 
BOIS, and JOHN O. SUMMERS, August, 235. 


An analysis is presented showing the association be- 
tween a summated brand evaluation index and brands pur- 
chased over time. The summated index was no more pre- 
dictive than simpler measures such as “brand last purchased” 
and a 7-point rating scale, although the summated index 
may have value as a diagnostic tool. 


Brand Loyalty Vs. Repeat Purchasing Behavior, JACOB 
JACOBY and DAVID B. KYNER, February, 1. 


Brand loyalty is first distinguished from simple repeat 
purchasing behavior and then conceptually defined in terms 
of six necessary and collectively sufficient conditions. An 
experiment designed to test this conceptualization provided 
strong empirical support for the distinction as conceptual- 
ized. 


Effect of Shelf Space Upon Sales of Branded Products: 
An Appraisal, The, ROBERT A. PETERSON and 
JAMES W. CAGLEY, February, 103. 


This criticism of Cox’s JMR article, which attempts to 
apply an experimental design to a nonlaboratory situation, 
centers on method of analysis and meaning of results. 


Entropy Model of Brand Purchase Behavior, An, 
JEROME D. HERNITER, November, 361. 


A probabilistic model of consumer purchase behavior for 
frequently purchased, low cost items is presented. The con- 
cept of maximum entropy is used to specify the model. The 
only empirical data required are market shares; all other 
brand selection statistics, such as repeat and switch rates, 
are derived quantities. 


Evaluation of the Application of Minimum Chi-Square 
Procedures to Stochastic Models of Brand Choice, 
An, ROBERT C. BLATTBERG and SUBRATA K. 
SEN, November, 421. 


This article investigates the small sample properties of 
minimum chi-square estimates of the parameters of stochas- 
tic brand choice models. It also describes and evaluates a 
statistical test which is appropriate for discriminating be- 
tween two stochastic brand choice models when one is a 
constrained version of the other. 


McConnell’s Experimental Brand Choice Data, P. 
CHARLTON and A. S. C. EHRENBERG, August, 
302. 


McConnell’s data and two more recent sets of data all 
lead to the same general conclusion: repeat buying and 
brand choice patterns under artificial semilaboratory con- 
ditions can be like those in real life. 


BUYER BEHAVIOR 


Application of the Bass Model in Long-Term New Prod- 
uct Forecasting, An, WELLESLEY DODDS, August, 
308. 


The Bass model is used to project sales of cable television 
installations, and is found to be a useful tool for better in- 
vestment decision. 


Brand Evaluation and Choice: A Longitudinal Study, 
FREDERIC B. KRAFT, DONALD H. GRAN- 
BOIS, and JOHN O. SUMMERS, August, 235. 


See “Brand Choice.” 


Brand Loyalty Vs. Repeat Purchasing Behavior, JACOB 
JACOBY and DAVID B. KYNER, February, 1. 


See “Brand Choice.” 


Heredity, Personality Traits, Product Attitude, and 
Product Consumption—An Exploratory Study, AR- 
NON PERRY, November, 376. 


This article focuses on two questions: To what extent 
can the attitude toward and the consumption of alcohol, 
cigarettes, and coffee be explained by a genetic factor? and 
To what extent can heredity be the link between two per- 
sonality traits, anxiety and extraversion-introversion, and 
the attitude toward and the consumption of these three 
products? 


Multivariate Analysis of Brand Loyalty for Major 
Household Appliances, JOSEPH W. NEWMAN and 
RICHARD A. WERBEL, November, 404. 


See “Attitude Theory Research.” 


Personality and Implicit Behavior Patterns, DANIEL 
W. GREENO, MONTROSE S. SOMMERS, and 
JEROME B. KERNAN, February, 63. 


Q-sorts of 38 products were obtained from 190 house- 
wives. A cluster analysis of the sorts produced six groups 
of housewives who differ in the emphasis they accord five 
implicit behavior patterns. Using these patterns as a cri- 
terion, personality traits are used to account for the differ- 
ences and socioeconomic descriptors are used to establish 
the clusters as meaningful segments. 


COMPUTER ABSTRACTS 


A FORTRAN IV (IBM 360) Program for Multivariate 
Profile Analysis, YVAN ALLAIRE, ALVIN J. SILK, 
and WING HING TSANG, February, 81. 


GERTS-IIIZ: Program for Network Simulation, LAUR- 
ENCE J. MOORE, November, 442. 


LEESGP: Program for Goal Programming, SANG M. 
LEE, May, 199. 


LH001: A Nonparametric Program for Testing the In- 
dependence Between Two Vectors, V. PARKER 
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LESSIG, JAMES F. HORRELL, and AMENDRA 
SINGH, November, 443. 


REGRES: Multiple Regression Program with Options, 
GARY M. MULLET, TRACY W. MURRAY, and 
KENNETH L. HAMILTON, May, 198. 


DIFFUSION OF INNOVATIONS 


Cautionary Note on Innovative Overlap, A, RONALD 
L. TATHAM and RONALD J. DORNOFF, May, 
224. 


This criticism of Ostlund’s JMR article on overlap in- 
volves the behavioral aspects of innovation, the validity of 
the measurement techniques, and the presentation and in- 
terpretation of the data. 


Degrees of Product Newness and Early Trial, JAMES 
H. DONNELLY, JR. and MICHAEL J. ETZEL, 
August, 295. 


Although numerous demographic and behavioral char- 
acteristics have been associated with early triers, little 
research has been done examining the relationship between 
early trial and product attributes. This study suggests that 
the degree of newness of a product is a major factor in de- 
termining who tries it. 


Exploration of Variables Inherent in Adopting an In- 
dustrial Product, MICHAEL P. PETERS and M. 
VENKATESAN, August, 312. 


This study explores the characteristics of adopters and 
non-adopters of a small computer. The findings indicate that 
variables such as perceived risk, specific self-confidence, 
education, number of jobs held, size of firm, type of in- 
dustry, and prior EDP equipment of service used were re- 
lated to the adoption process. 


Further Caution: It’s Innovativeness Overlap, A, LY- 
MAN E. OSTLUND, May, 225. 


Ostlund replies to criticism of his article by presenting 
additional evidence using an innovativeness measure based 
on recalled purchase. He shares Tatham and Dornoff’s con- 
cern about the definitional issues. and calls for additional 
work in this area. 


Note on Optimal Adopter Category Determination, A, 
ROBERT A. PETERSON, August, 325. 


A method is presented for deriving empirically adcpter 
categories for certain types of innovations, but other ap- 
plications (e. g., to segment any ordered vector of num- 
bers) are possible. 


ECONOMETRIC MODELS 


Concerning the Logical Consistency of. Multivariate 
Market Share Models, NEIL E. BECKWITH, Au- 
gust, 341. 


Beckwith’s reply to the criticism of his JMR article cen- 
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ters around two basic questions: (1) whether a linear sto- 
chastic process could have generated the sum-constrained 
data, and (2) whether a linear model can predict sum- 
constrained estimates of the dependent variable. He does 
not believe that Naert and Bultez have jeopardized the con- 
clusions of the original study. 


Logically Consistent Market Share Models, PHILIPPE 
A. NAERT and ALAIN BULTEZ, August, 334. 


This article analyzes the restrictions on explanatory vari- 
ables, parameters, and disturbances imposed by sum-con- 
strained dependent variables. The particular issue of logical 
consistency of market shares models is then examined. 


RAS Method for Two-Dimensional Forecasts, The, 
BARUCH LEV, May, 153. 


A prediction method for two-dimensional forecasts simi- 
lar to the RAS method developed for the adjustment of 
input-output coefficients is presented and applied to real 
data. In addition, a useful decomposition of the prediction 
error, based on information theory concepts, is suggested 
to trace the primary sources of error. 


Sales—Advertising Cross-Elasticities and Advertising 
Competition, DARRAL G. CLARKE, August, 250. 


See “Advertising and Media Research.” 


FORECASTING 


Advertising and Promotion Effects on Consumer Re- 
sponse to New Products, MASAO NAKANISHI, Au- 
gust, 242. 


See “Advertising and Media Research.” 


Application of the Bass Model in Long-Term Product 
Forecasting, An, WELLESLEY DODDS, August, 
308. 


See “Buyer Behavior.” 


Dynamic Forecasts of New Product Demand Using a 
Depth of Repeat Model, GERALD J. ESKIN, May, 
115. 


A depth of repeat model is presented that. can forecast 
the demand for new consumer products. The relation of 
the model to other forecasting models is noted. Data analy- 
sis, estimation procedures, and the observed accuracy of 
forecasts are discussed. 


Error in Judgmental Sales Forecasts: Theory and Re- 
sults, RICHARD STAELIN and RONALD E. 
TURNER, February, 10. 


Subjective judgmental forecasts by knowledgeable per- 
sons are often used to obtain aggregated forecasts. The total 
forecast error results from two effects: the error associated 
with each particular estimate and the covariance between 
estimates. A behavioral model is presented and then data 
from two industrial situations and one controlled experi- 
ment are analyzed to determine the significance. of both 
sources of error. 
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RAS Method for Two-Dimensional Forecasts, The, 
BARUCH LEV, May, 153. 


See “Econometric Models.” 


Theil’s Forecast Accuracy Coefficient: A Clarification, 
FRIEDHELM BLIEMEL, November, 444. 


Theil’s coefficient of inequality is often proposed in mar- 
keting literature as a measure to evaluate forecasting ac- 
curacy. This article shows that there are different versions 
and different interpretations possible for this coefficient, and 
that the most often recommended version has the least 
information value. 


INFORMATION PROCESSING 


Cognitive Processes Mediating Acceptance of Advertis- 
ing, The, PETER L. WRIGHT, February, 53. 


See “Advertising and Media Research.” 


Elimination of Phosphate Detergents and Psychological 
Reactance, MICHAEL B. MAZIS, ROBERT B. 
SETTLE, and DENNIS C. LESLIE, November, 390. 


See “Attitude Theory Research.” 


RAS Method for Two-Dimensional Forecasts, The, 
BARUCH LEV, May, 153. 


See “Econometric Models.” 


Self-Confidence—Advertising Response Relationship: 
A Function of Situational Distraction, The, STEW- 
ART W. BITHER and PETER L. WRIGHT, May, 
146. 


See “Advertising and Media Research.” 


INTERVIEWING METHODS 


Factor Interaction Effects in Mail Survey Response 
Rates, FREDERICK WISEMAN, August, 330. 


A 2‘ factorial design is used to test whether significant 
interaction effects exist among four factors which have 
been used to increase the response rates in mail surveys. 


Self-Administered Written Questionnaires or Telephone 
Interviews? JOHN J. WHEATLEY, February, 94. 


This study showed essentially no difference in the nature 
of the response to the same set of questions, whether ad- 
ministered by telephone or self-administered in writing by 
the respondent, suggesting the possibility that either method 
may be used depending on cost considerations and the need 
for speed. 


MARKET SEGMENTATION 


Consumer Economics of Unit Pricing, The, HANS R. 
ISAKSON and ALEX R. MAURIZI, August, 277. 
t 


The introduction of unit pricing in food stores’ makes it 


easier for shoppers to choose cheaper items. Low-income 
shoppers, however, do not appear to make significant use 
of unit pricing in contrast to the middle-income and high- 
income shoppers who do. The explanation could lie in their 
lower ability to understand the unit price labeling system, 
making it difficult to capture the, benefits of its use. 


Effect of Ecological Concern on Brand Perceptions, The, 
THOMAS C. KINNEAR and JAMES R. TAYLOR, 
May, 191. 


See “Attitude Theory Research.” 


Sales—Advertising Cross-Elasticities and Advertising 
Competition, DARRAL G. CLARKE, August, 250. 


See “Advertising and Media Research.” 


MINORITY MARKETING 


Consumer Economics of Unit Pricing, The, HANS R. 
ISAKSON and ALEX R. MAURIZI, August, 277. 


See “Market Segmentation.” 


PERCEIVED RISK 


Perceived Risk and Its Components: A Model and Em- 
pirical Test, JAMES R. BETTMAN, May, 184. 


A theoretical model and measurement system for per- 
ceived risk and its components is developed and empirically 
tested for nine product types. Regression analysis is used 
to consider both additive and multiplicative relationships. 
The results generally support the hypothesized model. 


PREFERENCE RESEARCH 


Comparative Analysis of Attitudinal Predictions of 
Brand Preference, A, FRANK M. BASS and WIL- 
LIAM L. WILKIE, August, 262. 


See “Attitude Theory Research.” 


PRICING RESEARCH 


Buyers’ Subjective Perceptions of Price, KENT B. 
MONROE, February, 70. 


Marketing researchers recently have expended consider- 
able effort to investigate how price influences buyers’ deci- 
sions yielding a variety of results, some not entirely —_lain- 
able. This article reviews the relevant research l.-ature, 
organizes the results, and suggests new research directions. 


Consumer Economics of Unit Pricing, The, HANS R. 
ISAKSON and ALEX R. MAURIZI, August, 277. 


See “Market Segmentation.” 


Perceived Price and Product Perceptual Variables, 
JAMES R. BETTMAN, February, 100. 


This study supports the findings of a JMR article by 





Lambert on the relationships between the price paid by 
the consumer and his perceptions of product variables for 
several product types. This study differs from Lambert’s in 
that he used artificial brands and choices, while this study 
uses the price the subject recalls she actually paid when 
making her normal brand choice. 


Price Reliance: Existence and Sources, BENSON P. 
SHAPIRO, August, 286. 


The relationship between price and perceived quality. is 
investigated for a variety of products in an experimental 
situation. The correlates of the consumer’s use of price as 
a communicator of quality (price reliance) is determined 
and incorporated into a model of the sources of price 
reliance. 


REGRESSION AND OTHER STATISTICAL 
TECHNIQUES 


Comment on “The Trouble with Concept Testing,” 
BERTRAM GOLD, February, 105. 


This comment concerns an inappropriate use of the anal- 
ysis of variance (ANOVA) by Haley and Gatty in their 
JMR article, “The Trouble with Concept Testing.” 


Effects of Scaling on the Correlation Coefficient: A Test 
of Validity, The, WARREN S. MARTIN, August, 
316. 


This study investigates the robustness of the correlation 
coefficient with regard to discrete distributions. It was de- 
termined that scaling does significantly affect correlation 
coefficients. Some implications of this finding for market- 
ing researchers are discussed. 


Evaluation of the Application of Minimum Chi-Square 
Procedures to Stochastic Models of Brand Choice, 
An, ROBERT C. BLATTBERG and SUBRATA K. 
SEN, November, 421. 


See “Brand Choice.” 


Fractional Factorial Experimental Designs in Marketing 
Research, CHARLES W. HOLLAND and DAVID 
W. CRAVENS, August, 270. 


Fractional factorial experimental designs typically yield 
favorable cost-benefit relationships when compared to the 
various Classical designs. The essential aspects of the frac- 
tional factorial design are outlined, and its use in the 
study of a marketing problem is illustrated. The types of 
research situations where the design is potentially useful 
are identified. 


Model for Measuring the Influence of Promotion on In- 
ventory and Consumer Demand, A, ROBERT G. 
BROWN, November, 380. 


An example of the critical importance of channel in- 
ventories during a promotion is followed by a verbal and 
mathematical explanation of a simple and inexpensive sys- 
tem to measure changes in channel inventories and con- 
sumer demand by channel by geographical area. 
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Multivariate Analysis of Brand Loyalty for Major 
Household Appliances, JOSEPH W. NEWMAN and 
RICHARD A. WERBEL, November, 404. 


See “Attitude Theory Research.” 


On the Analysis of Interactions in Marketing Research 
Data, PAUL E. GREEN, November, 410. 


This article discusses a number of topics related to the 
interpretation of interaction in experimental designs. A 
common set of data is used to illustrate the techniques 
and implications of marketing experiments are considered. 


Reliability of Tests: A Technique Using the “Regression 
to the Mean” Fallacy, DONALD G. MORRISON, 
February, 91. 


A method is presented for separating the variance of the 
scores on a test into a component that is due to the true 
difference of ability and a component that is due to the 
error (or unreliability) of the test. 


Spatial Measurement of Retail Store Demand, DAVID 
B. MACKAY, November, 447. 


Retail store demand is traditionally portrayed by trading 
area and market penetration maps. Yet, these maps are 
only two-dimensional graphs of statistics drawn from a 
sample of customers. Like other sample statistics, they 
may be evaluated mathematically. A methodology is de- 
scribed for statistically constructing and evaluating trading 
area and market penetration maps, and a preliminary ap- 
plication is reported for four supermarkets. 


Spectral Analysis of the Frequency of Supermarket 
Visits, A, DAVID B. MACKAY, February, 84. 


This article reports the results of a study of the inci- 
dence of trips to supermarkets by consumers. Low demand 
and low disposable time families are characterized by 
very regular weekly shopping patterns, while high demand 
and high disposable time families have a high degree of 
intraweek variance to their shopping habits. 


RETAILING AND WHOLESALING 


Customer-Salesman Interaction in Appliance Retail- 
ing, RICHARD W. OLSHAVSKY, May, 208. 


A detailed analysis of tape recordings of customer— 
salesman transactions for refrigerators and color televi- 
sions provided new data on the relative frequency of oc- 
currence of references by each to various product and non- 
product attributes. Some insights concerning the autonomy 
and process of consumer decision making were also pro- 
vided. 


Effect of Shelf Space Upon Sales of Branded Products: 
An Appraisal, The, ROBERT A. PETERSON and 
JAMES W. CAGLEY, February, 103. 


See “Brand Choice.” 


Modeling Supermarket Product Selection, ROGER M. 
HEELER, MICHAEL J. KEARNEY, and BRUCE 
J. MEHAFFEY, February, 34. 
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See “Attitude Theory Research.” 


Spectral Analysis of the Frequency of Supermarket Vis- 
its, A, DAVID B. MACKAY, February, 84. 


See “Regression and Other Statistical Techniques.” 


SAMPLING AND SURVEY METHODS 


Nonresponse Bias and Callbacks in Sample Surveys, 
WILLIAM C. DUNKELBERG and GEORGE S. 
DAY, May, 160. 


A callback policy must balance the reduced yield (and 
higher cost) from additional callbacks against the benefits 
of a more representative final sample. This study provides 
evidence on the rate at which sample values converge on 
their estimated population distribution as the number of 
callbacks increases. 


Uses of Telephone Directories for Survey Sampling, The, 
SEYMOUR SUDMAN, May, 204. 


This article describes the use of directories in combina- 
tion with random digit dialing—a more efficient procedure 
for phone interviews. Telephone directories may also be 
used to estimate the percentage of households without 
phones or listed numbers. 


SCALING METHODS 


Analyzing Free-Response Data in Marketing Research, 
PAUL E. GREEN, YORAM WIND, and ARUN K. 
JAIN, February, 45. 


This article presents a new approach to the analysis of 
free-response data matrices using reduced-space and clus- 
tering procedures. Two marketing applications are pre- 
sented; limitations and possible methodological and sub- 
stantive extensions of the approach are highlighted. 


Bipolar Adjective Screening Methodology, A, ED- 
WARD J. LUSK, May, 202. 


Recognizing the importance of the descriptive setting of 
the semantic space, the authors suggest a simple pretest 
bipolar adjective selection procedure whose basis is the re- 
sponse variance from the midpoint. 


MISCELLANEOUS 


Consumer Dissatisfaction: The Effect of Disconfirmed 
Expectancy on Perceived Product Performance, 
ROLPH E. ANDERSON, February, 38. 


Four psychological theories are considered in determin- 
ing the effects of disconfirmed expectations on perceived 
product performance and consumer satisfaction. Results 


BOOK 


AXELROD, JOEL N. Choosing the Best Advertising 
Alternative, Ruth Ziff. May, 228. 
BAKER, LAUH, see SONQUIST. 


reveal that too great a gap between high consumer expec- 
tations and actual product performance may cause a less 
favorable evaluation of a product than a somewhat lower 
level of disparity. 
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